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[bookmark: _Toc234432897]List of Abbreviations

	Abbreviation
	Full Form

	IMC
	Integrated Marketing Communications

	PET
	Polyethylene Terephthalate

	SDGs
	Sustainable Development Goals

	STDP
	Segmentation, Targeting, Differentiation and Positioning




[bookmark: _Toc234432898]Introduction
Coca-Cola Company is present in more than 200 countries, and its net revenue in 2024 amounted to US$47.1 billion, which indicates a robust position in the global market. Philip Kotler et al. (2024) state that long-term value creation through sustainability is a key ingredient in the brand development success of modern companies. But the pressure on beverage companies to minimize packaging waste is increasing, especially as Coca-Cola's sustainability efforts continue to drive change in its packaging systems. 
[image: ]
Figure 1. The Coca-Cola Company's Net Revenue (2021–2024)
Source: developed by author,2026 adapted from Coca-Cola HBC (2026).
The company states that 28 percent of materials used in main packaging applications are recycled, of which 18 percent is recycled PET, a positive step toward more circular packaging systems, but also one where further innovation are key. Hence, The Coca-Cola Company is proposing the sustainable brand extension, Coca-Cola Re, with a focus on reusable bottles, refill stations and digital rewards platform (Coca-Cola HBC, 2026). The purpose of this portfolio is to critically develop a marketing strategy for Coca-Cola Re using STDP and the 7Ps marketing mix and then reflect on the learning that has been acquired during the project.
[bookmark: _Toc234432899]Element 1: Sustainable Brand Extension Poster
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Poster Summary
The Coca-Cola Refill poster is a sustainable brand extension that encourages people to use reusable bottles, refill stations and a digital rewards system to combat single-use plastics and contribute to a circular economy. The project addresses the growing consumer demand for an environmentally responsible product and adds value for the customer, the environment and the company. It's aimed at eco-conscious shoppers and speaks to Generation Z and Millennials, and is linked to the United Nations Sustainable Development Goals (SDGs 12, 13, 14 and 15).


[bookmark: _Toc234432900]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
[bookmark: _Toc234432901]2.1 Market Segmentation
Market segmentation allows companies to recognize different customer segments and create marketing strategies to meet the needs of those segments. Clarissia (2020) suggests that good segmentation enables optimum utilization of resources and value-added to customers by matching products to preferences. The implementation of a multidimensional segmentation strategy is crucial for Coca-Cola Refill, given that consumer acceptance of reusable bottle usage relies on environmental awareness, lifestyle and purchasing habits.
[image: ]
Figure 2. Market Segmentation Framework for Coca-Cola Refill
Source: developed by author,2026


Geographic Segmentation
Coca-Cola Refill focuses on urban areas, as it is only there that refill infrastructure can be effectively deployed, such as in supermarkets, universities, workplaces or public transport hubs. Such places are conducive to regular consumer interaction, yet promote sustainable consumption. Cities produce much of the plastic waste, with urban markets being a key focus point for circular packaging efforts, according to the (United Nations Environment Programme, 2024).
Demographic Segmentation
The brand extension is mainly geared towards its audience of 18-40 age group, particularly for the younger generation (Generation Z and Millennials) who have shown an interest in sustainable products. Consumers in Generation Z and Millennials are more concerned than any other generation in history about the environment when making a purchase, with over 60% indicating this (Mitchell, 2019). Other factors like income and education also play a crucial role as they affect consumers' receptivity to reusable packaging systems (Faris et al., 2024).
Psychographic Segmentation
Psychographic segmentation targets consumers with a preference for sustainability, ethical consumption and environmental responsibility. Saeedi (2025) claims that good brands have the power to generate emotional value by resonating with the beliefs and lives of consumers. For this reason, those who believe in sustainable living and want to buy a brand that aligns with their values will be attracted to Coca-Cola Refill.
Behavioural Segmentation
Behavioural segmentation aims at existing Coca-Cola consumers who often buy drinks and have an interest in implementing refill behaviour through a loyalty programme driven by incentives. The new digital rewards system aims to incentivize sustainable consumer choices and their repeat purchase. The Ellen MacArthur Foundation (2023) highlights the importance of behavioural segmentation to ensuring the long-term success of Coca-Cola Refill, seeing as it's a combination of convenience that boosts consumer engagement in reuse systems.


[bookmark: _Toc234432902]2.2 Target Market
Coca-Cola Refill is targeting urban, Generation Z and Millennials, who put sustainability, convenience and digital engagement on the top of their lists. Hamdi (2024) reports that over 60% of consumers in these generations consider environmental sustainability when making purchasing decisions, highlighting their suitability for reusable packaging initiatives.
Table 1. Target Market Profile for Coca-Cola Refill
	Customer Group
	Profile
	Needs & Preferences
	Marketing Opportunity

	Core Market
	Young adults (18–40 years) residing in metropolitan areas
	Like to buy innovative brand, digital experiences and environment friendly life style.
	Widespread, high potential for adoption of mobile rewards and refill services, reusable bottles.

	Growth Market
	Students, professionals and family households
	Find affordable, convenient and easy-to-access beverages
	Increases consumption through multiple refill dates and enhances customer retention

	Shared Characteristics
	Sustainability-oriented consumers
	Appreciate brands demonstrating environmental commitment and social responsibility
	Promotes long-term brand loyalty and strengthens Coca-Cola Refill positioning as a circular economy.


Source: developed by author,2026
Organisations can provide more value and enhance brand loyalty by targeting specific customer segments, as argued by Singaram et al. (2019). The secondary target market encompasses those who care about the environment, university students and families that often buy drinks away from home, and who are interested in implementing refill systems that offer rewards in the form of digital currency. By focusing on these segments, Coca-Cola Refill can address the increasing demand for sustainable consumption, build sustainable and long-term customer relationships and boost competitive advantage (George, 2025).
[bookmark: _Toc234432903]2.3 Brand Differentiation
Coca-Cola Refill is a new sustainable consumption model through a refill system, reusable packaging and a digital reward system. The circular economy is promoted by the proposed brand extension since it is a single-use bottle for beverages while the proposed is a multi-use bottle. With proper implementation, differentiation can be used to create a competitive edge by providing value that can't be easily copied by the competition, as suggested by Noor et al. (2025). The customer experience is also improved through the digital rewards platform, as it encourages repeat refills through incentives and provides a long-lasting brand experience from sustainable behaviour. Coca-Cola Refill is a more complete sustainability offer than other competitors such as PepsiCo, as it is both environmentally responsible and convenient, and helps foster customer loyalty. This will help to establish a Foothold in the dynamic beverage industry and help build the brand's reputation, providing them with a competitive edge that will last for years to come. (Lu, 2024)
[bookmark: _Toc234432904]2.4 Brand Positioning
Coca-Cola Refill is designed to offer a sustainable and convenient refillable beverage that empowers people to reduce plastic waste while maintaining the quality and accessibility of their drinks. The value proposition of the brand encompasses the trust in the Coca-Cola products, reusable packaging, user friendly refill stations and digital rewards, resulting in environmental and functional value. According to Ling et al. (2023), if positioning is done correctly, a brand will form an image in customers' minds that will lead to their preference and loyalty in the long run.
The message to be displayed is: "Refresh responsibly with every refresh. The message highlights brand's sustainability efforts and makes conviviality a part of everyday life thanks to Coca-Cola Refill. As the consumer demand for environment friendly products is on the rise, the brand extension strengthens Coca-Cola's competitive advantage and aids in the shift to a circular and sustainable business model (Bista, 2019).


[bookmark: _Toc234432905]Element 3: Marketing Mix (7Ps)
Through matching the elements of the marketing mix to the sustainability objectives and customer value proposition of the Coca-Cola Refill brand extension, the marketing mix offers a real marketing strategy to the brand extension. The next discussion reviews the 7Ps marketing mix in relation to the successful implementation and differentiation of Coca-Cola Refill and its growth in the sustainable beverage market in a critical manner.
[bookmark: _Toc234432906]3.1 Product
The product is just one part of the 'Coca-Cola Refill’ the other elements are the reusable bottle, refill stations and a digital rewards programme. Daniel (2018) states that a product forms competitive advantage by providing better customer value than meeting the changing market needs. As a result, Coca-Cola Refill is responding to the increasing need from consumers for sustainable packaging that does not affect the convenience or quality of the product.
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Figure 3. Coca-Cola Refill Sustainable Product Ecosystem
Source: developed by author,2026
The bottle can be reused and refilling stations promote the use of fewer plastic bottles. Mamic and Tomic (2024) states that creating value for customers and society contributes to a positive long-term brand equity. In addition, the project helps to advance the circular economy by prolonging packaging cycles and minimizing packaging waste. The Ellen MacArthur Foundation (2023) highlights the need for re-use systems to enhance the efficiency of resources and minimise plastic waste. Coca-Cola Refill is thus a sustainable (re)branding of a traditional beverage product that generates environmental, customer and business value.
[bookmark: _Toc234432907]3.2 Price
The Coca-Cola Refill pricing solution is a value-based approach which provides a cost-effective solution for the customer by encouraging them to invest in a reusable bottle, rather than buying a new one each time. Value-Based Pricing improves the customer satisfaction by setting the price based on the benefits that the customer receives, instead of the costs involved in producing the product as stated by Mir-Bernal and Sadaba (2022). Coca-Cola Refill introduces reduced refill prices and virtual rewards via a mobile app to incentivize refill usage. This approach makes your product affordable for your customers, and encourages them to buy more and stay with you for the long haul. The pricing strategy not only provides economic incentives but also promotes sustainable consumption, helping to ensure the competitiveness of the brand extension (Wolniak, Gajdzik and Grebski, 2023).
[bookmark: _Toc234432908]3.3 Place
In the place strategy, Coca-Cola Refill aims to identify refill stations in high-traffic areas, such as supermarkets, universities, places of work, shopping centres and transport hubs, maximizing accessibility. Kayagambe (2019) states that good distribution helps to make customers more convenient, and it also increases the competitiveness. The Coca-Cola Refill mobile app also gives customers greater digital convenience, including locating the nearest refill location, keeping track of rewards earned, and enjoying promotions. Harmonizing physical and digital distribution systems, Coca-Cola Refill creates a seamless customer journey and promotes sustainable consumption and participation in the refill system (Avis, 2025).
[bookmark: _Toc234432909]3.4 Promotion
The approach for communicating the environmental and customer benefits of the brand extension for Coca-Cola Refill is through a promotion strategy in the context of integrated marketing communications (IMC). A coordinated communication system will enable the coherency or strengthen the brand in various communication media, according to Ahmed (2025). Coca-Cola Refill embraces the principles and approaches of sustainability, and also employs social media campaigns, influencer initiatives and Digital Storytelling to spread responsible consumption. Plus, for the customer loyalty aspect, the mobile application can be used as well, and the more people refill, the more they can earn for committing to the program in the long-term. A variety of promotional activities helps generate brand awareness, fosters customer loyalty and brings Coca-Cola Refill to the fore as an innovative and eco-friendly brand.
[bookmark: _Toc234432910]3.5 People
Coca-Cola Refill will be a success through the co-operation of the employees, retail partners and consumers. Rajani and Nadeem (2026) state that people are a crucial element in ensuring the quality of service and to develop positive customer experiences. Staff and retail associates have a duty to encourage the refill system, keep refill stations clutter-free and to educate their customers about sustainable shopping habits. But the program is also reliant on customers participating in the program: they must refill regularly to be successful. Coca-Cola Refill is an initiative that connects with customers and engages all stakeholders, which builds trust, promotes sustainable consumption and generates more brand loyalty in the future.
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Figure 4. Stakeholder Collaboration Framework for Coca-Cola Refill
Source: developed by author,2026
[bookmark: _Toc234432911]3.6 Process
Coca-Cola Refill's process is to provide an easy, efficient and convenient customer experience. The user purchases a reusable bottle, fills it in a particular bottle and receives rewards through the mobile application. According to Hein (2025), efficient service processes give customers greater satisfaction and result in a return visit by the customer. It is simple to top off the rewards system and keep track of purchases and redeem them for sustainable purchases. Coca-Cola Refill's digital innovation and the access to refills represents a significant step toward efficiency and sustainability, fostering deeper engagement in a more sustainable way of consumption.
[bookmark: _Toc234432912]3.7 Physical Evidence
The whole physical journey of Coca-Cola Refill further enhances the brand's sustainability credentials by its physical presence of reusable bottles, refill stations and the sustainable design of the brand. According to Tien, Vu and Tien (2019), tangible elements have an impact on consumers' perceptions through conveying the quality and brand credibility. Refill stations provide a consistent brand experience throughout the customer journey, are environmentally friendly and modern and communicate sustainable messages. Furthermore, in-store displays and digital branding boost the consumer's trust in the refill system and ensure continued consumer interaction. This also helps to reinforce the sustainable value proposition of Coca-Cola Refill and increases brand awareness and trust.



[bookmark: _Toc234432913]Element 4: Reflection
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Figure 5. Gibbs' Reflective Cycle Applied to the Coca-Cola Refill Brand Extension
Source: developed by author,2026
[bookmark: _Toc234432914]4.1 Description
The brand extension of the Coca-Cola Refill is a real-life sustainability problem, to which marketing theories can be applied. The project will be done using the Reflective Cycle (Gibbs, 1988) Design a sustainable marketing strategy, and will include a poster presentation, along with the STDP framework and the 7Ps marketing mix. This is how sustainability can be tapped into when developing brands, and how consumer expectations are met.
[bookmark: _Toc234432915]4.2 Feelings
The challenge in creating a sustainable brand extension is initially the difficulty as there is a balance to be struck between commercial goals and environmental responsibility. As the project continues, however, there is growing confidence, as the marketing models and academic research are applied. Reflective learning is about learning from experiences for which the theoretical knowledge is translated into decision making process (Kolb 1984).
[bookmark: _Toc234432916]4.3 Evaluation
Project is extremely successful in putting sustainability on the competitive edge, and not just as a corporate responsibility project. In the era of today's consumers, the use of reusable packaging, refill stations and digital rewards seems logical in the context of a comprehensive marketing campaign. However, a realistic implementation plan also poses challenges such as investments in infrastructure (or developing it) and persuading consumers to change their behaviour in the long term.
[bookmark: _Toc234432917]4.4 Analysis
The project contributes to the knowledge and understanding of sustainable brand development by adapting, using and applying segmentation, positioning and marketing mix strategies in a real business environment. Based on the above, providing value to consumers and being able to solve the problems of a larger environment and social aspect is the most important thing in the field of marketing. The use of these ideas is critical and can help improve analytical thinking, as well as highlight the importance of using facts rather than theory when making marketing decisions.
[bookmark: _Toc234432918]4.5 Conclusion
Overall, it's a good contribution to the marketing knowledge and thinking for developing Coca-Cola Refill. The exercise emphasizes the importance of creating a balance between customer value, business performance and sustainability objectives to ensure sustainable competitive advantage for a successful brand.
[bookmark: _Toc234432919]4.6 Action Plan
Future projects will have a greater emphasis on primary market research and other evidence from the industry to provide improved strategic recommendations. Further, presentation and communication skills will also be honed to enhance presentation of intricate marketing concepts. Professional competencies will continue to improve through ongoing interaction with current academic research and newly developed sustainability strategies, and support better-informed marketing decision making (Singaram et al., 2019).
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